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Cultural Intelligence (CQ) is useful and also necessary for individuals who work with people from a variety of cultural backgrounds, particularly international hotels. Working with foreign customers and partners requires a set of abilities and traits that are upholds high degree of CQ and sensitivity (Ratasuk and Charoensukmongkol, 2020; Thomas and Inkson, 2017). CQ, as a measure of individual difference competence, represents what a person is capable of doing in culturally different environments. Some personality characteristics, however, may be related to CQ. CQ encompasses four facets, which include the metacognitive dimension, the cognitive dimension, the motivational component, and the behavioral dimension, all of which are relevant to operating in culturally varied circumstances (Han and Yoon, 2020).
Cultural intelligence and sensitivity helps hotel personnel to operate well in different cultures. It also allows the personnel to accept and cherish other cultures, and it may help to remove cultural barriers between professionals and their customers (Lovvorn and Chen, 2011). Whenever people travel, they are typically open and ready to explore new things, but they also want easy access to the foods and experience that they like and are comfortable with at the same time. Lu et al. (2015) deduce that it is critical to understand the past patterns of a hotel and to gather information on the customers. When it comes to providing excellent services in line with the expectations of customers, one of the most effective but complex factors that hotel operators must understand is culture (Crowne, 2013; Beyene, Shi and Wei, 2016). For instance, if a hotel expects Chinese customers, then the cuisine the hotel personnel prepares and serves in the kitchen or restaurant should provide them with authentic and traditional options. For Middle-Eastern customers, the availability of Halal meals in their menu is important. Other customers, such as the Greek, are known for eating at unconventional hours of the day. It is likely that some Greek customers may not want their major meal of the day before 10pm, so handling circumstances like this will be something else a hotel personnel need to learn to do when preparing and serving their meals (Chao, Takeuchi and Farh, 2017). In these cultural dynamics, cultural intelligence and sensitivity plays a significant role. 
In evaluating the service implications for guests from an international perspective, this report focuses on Baur Au Lac Hotel in Switzerland. Baur Au Lac Hotel is a member of the Leading Hotels of World and Swiss Deluxe Hotels. The focus of the hotel is to meet the highest standards and has been setting standards for customers and travellers from different parts of the world for more than one and half centuries (Baur au Lac, 2021). In this case, the hotel can adapt their departments such as Rooms and Suites, Restaurants and Bars, Meetings and Private Events, and Shop and Vouchers, to establish a better experience for its customers. 
Rooms & Suites: Presently, Baur Au Lac Hotel provides exclusive and timelessly elegant deigns for its rooms, inspired by Art Deco and Louis XVI. It also includes skillful contemporary elements, a pinch of glamour and modern, which makes the rooms emerge as refined eclectic style (Baur au Lac, 2021). In order to accommodate the guest specific cultural norms and requirements, the hotel can adopt a themed hotel strategic design of its rooms and suites. The themed hotel design enables the hotel personnel to change the appearance of a room based on the culture of the expected customer (Crowne, 2013). It involves recreating the room design without changing the major components of the room. Another strategy the hotel can use to adapt the styles of their rooms to accommodate customers of different cultures is the new hybrid hospitality concept (Chao, Takeuchi and Farh, 2017). The concept revolves around rekindling a cultural appeal to the customers by focusing on music and art. It involves creating “live creative moments” in the rooms, which encourages the guests (Hwang and Seo, 2016).  
Restaurants and Bars: The Baur au Lac prides is one of the leading restaurant in Zurich that provide excellent culinary services. It has skillful kitchen and service employees who contribute to its excellent performance in offering culinary services. Presently, the restaurant operates five main restaurants and bars, which include the Restaurant Pavillon, Baur’s Brasserie and Bar, Le Hall, Baur au Lac Terrace, and Chalet au Lac. Each of these restaurants and bars provide exceptional combination of services with certain typical Swiss specialties, which friends and family can traditionally share (Afsar et al., 2019). Although the hotel is popular and attracts visitors from across the world, it needs to adapt its restaurant and bar services to accommodate guest specific cultural norms and requirements. Given the difference in cultures of customers at the restaurant, it should conduct an analysis and offer culinary services that target specific cultural groups (Tajeddini and Trueman, 2012). The department can set up specific restaurants that serve specific cultural groups. Alternatively, the restaurant can organize for specific days that they offer culinary services for targeted cultural groups within the hotel. 
Meetings and Private Events: Baur au Lac offers a wide range of meeting services and events. The common meetings and events include Banquet, conferences, weddings, and salon services. The restaurant can use service differentiation strategy to accommodate customers of different cultures. Other than “one size fits all” strategy, Baur au Lac can modify its meeting facilities to provide total personalized experiences for each customer. It can also assign its personnel to ensure they offer the services in the language and method that specific customers understand effectively. The ability of the restaurant to customize its meeting and private events for each client would address the cultural and personal preferences (Hung, Wang and Tang, 2015; Lytvynenko and Lytvynenko, 2021). 
The table below provides a summary of practices that the staff at the staff can do to accommodate the guests’ specific cultural norms and requirements and those that they should not do. 
	Do’s
	Don’ts’

	· Customize hotel room based on the culture of a customer. 
· Provide specific culinary services for culture-specific customers.
· Set up restaurants for the popular cultural groups that visit the restaurant. 
· Provide culture-specific services for meeting rooms based on customer need. 
	· Do not apply any modification to a room if you are in doubt of the culture of a customer. 
· Do not provide incomplete services, especially when the culture requires a specific set of services. 
· Do not force the customer to identify himself or herself with a specific culture even if it is obvious. 
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